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REACH OUT TO MILLENNIALS 
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Abstract 
 Millennials have surpassed Baby Boomers as the nation’s largest living 
generation. Cultural institutions must reach out to millennial audience to thrive. At the 
same time, social media has become a business tool used to engage with millennials and 
build brand loyalty. Cultural institutions must learn how to effectively utilize social 
media. In this project, you will find three case studies of cultural institutions who have 
used social media in a variety of ways to successfully reach out to millennials. In this 
project, the author attempts to study three award-winning cases of cultural institutions 
who have used social media in a variety of ways to successfully reach out to millennials. 
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Chapter 1: Overview 
According to the American Alliance of Museum’s “Trends and Potential Futures 
Report”, museums play a vital role in nurturing, documenting, organizing, interpreting 
and making accessible the new realm of creative output1. Museums keep the wisdom and 
creativity of all times.  
 Artists create stories, cultural institutions such as museums are tasked with 
discerning the most provocative way to share them at scale. 
But how can museums be approachable to all levels of audience? How can 
museums effectively interpret the seemingly dull materials to millennials? How can 
museums enhance personal experience and maximize perception? 
According to a survey released by online auction site Invaluable2, nearly 23 
percent of Americans find artwork that appeals to them on social media channels such as 
Instagram or Pinterest. By contrast, 20 percent discover artwork by going to museums 
and nearly 16 percent by visiting brick-and-mortar galleries. 
In order to remain relevant in a world where information can be accessed anytime 
and anywhere, museums are gradually evolving away from solely being collectors and 
catalogers of information to becoming disseminators and enablers of technological 
innovation, which often entails working collaboratively with other institutions.3 
                                                                          
1 Center for the Future of Museums, American Alliance of Museums (2008) Museums and 
Society 2034: Trends and Potential Futures Report 
2 Study: U.S. Millennials Prefer Instagram to Museums; Purchase & Discover Art Online:  
http://news.invaluable.com/press-release/art-fine-art-antiques/study-us-millennials-prefer-
instagram-museums-purchase-discover- 
3 Johnson, L., Adams Becker, S., Estrada, V., and Freeman, A. (2015). NMC Horizon Report: 
2015 Museum Edition 
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This evolution is not only happening in museums. Cultural institutions such as 
gallery, library, science park are all facing the challenge of implementing new strategies 
to engage with a younger demographic.  
Social media might be the answer. The rise of social media is unleashing 
unlimited possibilities in the way we perceive and communicate. Exhibition halls in 
museums suddenly have more dimensions to be explored.   
LACMA’s famous Snapchat campaign has captured the attention and delight of 
both art fans and regular Snapchat users by LACMA’s pithy, witty, and popular culture-
conscious posts since April in 2014.  
Dave Krugman’s project of #EmptyMet photographs captured the moments of 
Metropolitan Museum before opening, and he shared these cultural jewels via Instagram 
to the world. 
 The collaborative project #MuseumInstaSwap in London provided fresh 
perspectives of each museum’s collection, allowing the audience to see works that 
expand beyond the narrow scopes of each institution’s missions.  
In this project, I will to go through these inspiring cases from museums, examine 
and explore the factors that would help cultural institutions reach out to millennials.  
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Chapter 2: Background 
 
 According to population estimates released in April, 2016 by the U.S. Census 
Bureau, millennials have surpassed Baby Boomers as the nation’s largest living 
generation. To those people who are not familiar with millennials, the Millennial 
Generation refers to people who were born in 1981-1991, whereas Generation X refers to 
people born in 1965-1980, the Baby Boom Generation refers to people born in 1946-
1964, the Silent Generation refers to people born in 1928-1945, and the Greatest 
Generation refers to people born before 1928. 
 As stated in Colleen Dilenschneider’s article “Why Cultural Organizations Must 
Better Engage Millennials”, the need for cultural institutions to reach millennial audience 
is deeper and more complicated than we may realize.4 Dilenschneider’s has four findings, 
and the following two worth noticing particularly: 
 
1) Compared to baby boomers, millennials are the most frequent attendees to 
cultural organizations.   
   
 Millennials make up the largest share of visitors to cultural institutions. This 
means that initiatives to engage millennials should be adopted right now and be 
integrated into operations. (See figure 1.) 
                                                                          
4 Colleen Dilenschneider (2016) Why Cultural Organizations Must Better Engage Millennials 
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Figure 1. Attendance to Cultural Visitor-Serving Organizations from 2011 to 2015. 




2) Millennials are the most loyal audiences with the highest lifetime value. 
  
  According to the National Awareness, Attitudes, and Usage Study (see figure 2), 
23.8% of boomers said they visited a cultural institution in 2015. But Boomers only 
comprise 22.5% of cultural attendance. Meanwhile, only 21.9% of adult millennials 
visited a cultural institution, but they comprise 30.9% of total US cultural visitation. This 
means millennials are more likely to revisit within the year than other generations. Or we 
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can say, they are the most loyal patrons. It proves that millennial “intent to visit” is 
manifesting itself as actual visits. 
 
Figure 2. Audience Construct Relative to Cultural Participation in 2015.  Graphic 
from Age Cohort. 
 
 This is suggesting that it is crucial for cultural institutions, such as museums, 
performing art theaters, historic sites, aquariums, memorial parks to engage with 
millennials.  
 However, when data emerged that millennials might think and communicate 
differently than the generations that preceded them, some organizations and businesses 
seem to be less-prepared.  
   
6 
 New models and new mindsets need to be developed for the new audience. 
Social media study tool Quintly published “King of Engagement – Instagram 
Study Q1 2015” in early 2015 and “Instagram Study Q2 2015” following in October that 
year. This study provided valuable reference for media practitioners. The study pointed 
out that the average interaction on Instagram is up to 10 times higher than on Facebook, 
and Instagram audience growth rate was 17.7 % during Q2, while Facebook pages on 
average just grew around 1.9% during the analyzed period. Surprisingly, the average 
Facebook page posts 1.5 times per day, while Instagram users tend to post around 1 post 
per day during 2015. However, after analyzing pages with more than 100k followers, 
Quintly found that bigger pages on Instagram tend to post more frequently than smaller 
pages. Instagram seems to be especially interesting for pages with 1k-10k followers, 
where the post frequency grew the most during Quintly’s analyzing period in 2015. 
Quintly also found in this study that 93.78% of users’ posts are images in Q1, 
which means only 6.22% Instagram contents are videos. Nevertheless, Quintly’s 
Instagram study Q1 in 2015 predicted that videos will still play an important role on 
some Instagram channels. As predicted in Q1, after 6 months, this number increased from 
6.22% to 10.23%. 
The overall interaction rates can be demonstrated by the following chart: 
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Quintly’s Instagram study shows that the interaction rates are much higher on 
Instagram than on Facebook or Twitter. Thus the average post on Instagram receives 
more Likes, Comments and Shares as on Facebook or Twitter (favs, re-tweets, replies): 
Interaction Rate on Twitter ≈ 0.25 
Interaction Rate on Facebook ≈ 0.72 
Interaction Rate on Instagram ≈ 4.80 
 
 Quintly’s study has significant meaning to media practitioners: it’s time to rethink 
about engaging your audience on social media. To engage millennials, Instagram might 
be more powerful than Facebook and Twitter.   
 Speaking of millennials, another social media platform cannot be neglected is 
Snapchat.  
For those who are not familiar with Snapchat, it is a smartphone-only social 
network that allows users to broadcast photos, video, or hybrid images to friends and fans 
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around the world. While users can take photos or create short, 10-second videos that 
disappear directly after being viewed, they can also create composite “stories” that 
remain on the app for up to 24 hours and allow for repeated viewings. 
Snapchat friends are usually close to the sender, while Facebook friends tend to 
be more casual acquaintances. Snapchat’s design both in auto-deletion and in friend type 
allows users to engage in more intimate and self-disclosing interactions. 
 Snapchat’s content efforts are seeing significant interest from its millennial 
audience, according to a new survey called “Snapchat Content Survey: How Much 
Millennials Actually Use Live Stories, Discover and More” by Andrew Wallenstein & 
Susanne Aultex in 2016.  
 5“Roughly 44% of the 1,117 U.S.-based Snapchat users between the ages of 13-24 
surveyed in February who said they had used Live Stories and/or Discover reported doing 
so on at least a daily basis. That percentage falls to 23% when weighed against all of the 
survey’s respondents, including those who didn’t report using Live Stories and/or 
Discover at all.” written in the survey. 
 While 63% of respondents say Snapchat is their primary source for messaging 
friends  (see figure 3), the short-videos category is close behind, at 59%. Meanwhile, 
30% say they use Snapchat to get news on the 2016 presidential campaign. The election 
has been an area of emphasis for Live Stories in recent months.  
                                                                          
5 Snapchat Content Survey: How Much Millennials Actually Use Live Stories, Discover and 
More: http://variety.com/2016/digital/news/snapchat-content-survey-how-much-millennials-
actually-use-live-stories-discover-and-more-1201736616/ 
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Figure 3. Frequency and Purpose of Using Snapchat.  Graphic from Variety. 
  
 A report titled “US Snapchat Users, by Age, 2014-2020” by eMarketer has also 
come to similar results (see figure 4). According to eMarketer, Snapchat is on pace to 
grow the number of U.S. active users a blistering 27% in 2016, to hit 58.6 million — 
topping Twitter and Pinterest for the first time, and will continue to surge through 2020, 





























Figure 4. US Snapchat Users Age and Growth Study. Graphic from E-marketer. 
 
 Till December 2015, Snapchat had 110 million daily active users, meaning that at 
this point it may be exceeding Twitter’s daily active base6. 
 EMarketers’s report also pointed out that Snapchat has particular strength in 
younger demos, particularly those of 12 to 34. Adults aging from 18 to 24 are the largest 
                                                                          
6 Snapchat User Base to Surpass Twitter, Pinterest in U.S. This Year (Study):  
http://variety.com/2016/digital/news/snapchat-twitter-pinterest-us-users-2016-1201791237/ 
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slice, representing 34.0% of Snapchat’s user base in 2016, followed by those of 25-34 at 
27.0%. The fastest growing US age group for Snapchat is people under 12, which will 
grow significantly later this year.7 
 Roles of museums in the 21st century are changing too. An international research 
study conducted by Gensler Research revealed that museum experiences in the future will 
be more interactive, self-directed, and more public, welcoming, and flexible in the area of 
museum design. Traditionally, museums serve as content authorities disseminating 
information to the public. Although museum visitors still value expertise, there is an 
emerging trend towards shared authority, where multiple perspectives are highlighted and 
community involvement is needed.8 
 Due to the limitation of time and conditions, I chose museums to represent 
cultural institutions in this project. This project aims to help museums, museum boards, 
and media practitioners to strategically combine novelty with classics. Even though this 
project mostly focuses on the utilization of Instagram and Snapchat, the theories and 
findings could also be applied to other media platforms.  
In addition, with the rapid development of technology, the functions of social 
media such as Instagram and Snapchat will further expand in the future, and will 
eventually connect with the IoT (Internet of Things).  This project could be of great value 
for social media practitioners at that time.  
 Then again, cultural institutions will not be the only beneficiaries. It has been a 
                                                                          
7 US Snapchat Users, by Age, 2014-2020: http://www.emarketer.com/Chart/US-Snapchat-Users-
by-Age-2014-2020/192386 
8 What is the future of the museum?: 
http://www.gensler.com/design-thinking/research/museum-futures?e=arts-culture 
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new trend for advertising and PR agencies to use emerging media as a tool to create 
campaigns and build brand loyalty, hopefully this project could also inspire other 
advertising and PR industry in the future.  
 As a mass communication graduate student, my career goal is to be a media 
professional, who plays an active role in new media, advertising or PR industry. To be 
specific, I want to generate innovative ideas and run groundbreaking campaigns for my 
clients. In addition, I have a personal interest in art. It would be ideal to combine my 
personal interest with my career goal. This also explains why I chose cultural institutions 
and social media as the topic. This project will not only serve as a proof of my knowledge 
in mass communication, but will also showcase my passion for art and innovative 
campaigns. Hopefully this project can also help me achieve a position related to 
communication or art.  
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Chapter 3: General and Specific Goals 
 
In order to conduct a comprehensive project, the author has listed eight distinct 
goals to accomplish for this research. These goals, which are listed below, serve as a 
guideline during the data collecting process.  
 
1. Stronger connections with COM faculties and media practitioners.  
Faculties of School of Communication of Boston University play an essential role 
in the preparation of my project.  
The project topic was inspired by Professor Joyce Walsh, who was the professor 
of my Design and New Media course, and has been my mentor since then. She is a keen 
observer and has a great sense for aesthetics. She discovered my talent in art and my 
interest for museum, and encourage me to do a project about social media and museum. 
Also, Professor John Carroll, who was the professor of the course Contemporary 
Mass Communication, provided theoretical support for this project. His solid knowledge 
in mass communication and “bitter” incrimination has always been my inspiration.  
This project would be a great opportunity for me to work with these two 
professors, to have their guidance, and to build a stronger connection between us. 
 Apart from the COM faculties, I could also use this opportunity to interview 
media practitioners such as Mr. Dave Krugman, who cooperated with the Metropolitan 
Museum of Art and launched the “#EmptyMet” project by visiting the museum 90 
minutes before its opening and uploaded photographs on Instagram that he took when 
unimpeded by the crowd. Except for the brilliant pictures to showcase for the 
   
14 
Metropolitan Museum of Art, Dave also includes link to the museum’s main account, 
driving a tremendous amount of active Instagram users to the official Metropolitan 
Museum of Art account. After reading articles about Dave’s interview, it appears to me 
that I would learn greatly from him if I could ask him questions and ideas that the news 
has not mentioned. 
 
 2. Further develop my researching and data analyzing skills. 
 As the preparation of this project progresses, my researching and data analyzing 
skills have been further developed.  
 To better understand the key trends that accelerate the adoption of technology in 
museums and the challenges that impede the process, I have been searching relevant 
research papers and reports such as The NMC Horizon Report: 2015 Museum Edition 
(Johnson, L., Adams Becker, S., Estrada, V., & Freeman, A., 2015),  Museums on social 
media: Analyzing growth through case studies (Espinós, 2016). The process of 
researching related topics for this project promotes my researching abilities.  
 Along with development of my researching skills, my data analyzing skills have 
improved greatly. In Dave Krugman’s case, after Dave posted the pictures with the link 
to the official account of the Metropolitan Museum of Art, the museum gained thousands 
of followers and with 18 months since the main account was created, the museum has 
more than 170,000 followers. Since I’m conducting the research about how to attract 
millennials to museum via Instagram or Snapchat, I believe that I could benefit from the 
analysis of the data of such successful media dissemination.  
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3. Have a deeper understanding of how to utilize social media for advertising 
and PR campaigns. 
 Besides the rewarding cooperation between Dave Krugman and the Metropolitan 
Museum of Art, I also studied other successful cases about utilizing social media for 
advertising and PR campaigns to gain a deeper comprehension of current trends.  
 According to recent reports, Facebook, Twitter, Instagram and Snapchats are the 
top four social media apps among the millennials. It is crucial for cultural institutions that 
are in great needs of young audience to advertise on the four social platforms mentioned 
above. Another creative broadcasting of museums via social media is the Los Angeles 
County Museum of Art, which is the first museum to join Snapchat. Showing art work 
with fun meme on Snapchat, not only does LACMA attract more young audience, but it 
creates a new place for audiences to communicate, share stories about the museums, 
which further expands the audience pool. It is worth researching how LACMA utilizes 
Snapchat features to achieve the growth of visitors, such as encouraging Snapchat users 
to include a LACMA tag when they use Snapchat at the museum, from which LACMA is 
exposed to more potential millennial audience.      
 
4. Have a deeper understanding of cultural institutions, especially museums. 
Before this project, I had a shallow understanding of museums. I used to go to 
museums for leisure and share photographs of artworks I appreciated with friends. But 
after conducting the project, I had a whole new comprehension of cultural institutions.  
Museums exhibit not only beautiful artifacts, but also they are the cultural and 
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historical carriers for people living in certain cities. For example, museums in London, 
such as VNA museum plays a role in inheriting the culture and the history in Great 
Britain. The Metropolitan Museum of Art in New York City plays a role of leading the 
sense of beauty and the fashion of the world. Museums are of paramount importance to 
convey cultural and historical education to millennials, which help them gain more 
comprehensive knowledge of the world.  
 
5. Generate applicable campaign ideas for other cultural institutions and 
businesses. 
Ideas of utilizing social media for advertising and PR campaigns are not for 
museums only, they can be applied to other cultural institutions and businesses.  
When I probed into the successful stories of Dave Krugman and LACMA who 
exploit social media in dissemination, I studied both advantages and disadvantages of the 
campaign. Take Dave’s case for example, though he helped the account of the 
Metropolitan Museum of Art on Instagram attract more followers, the case may not apply 
to every museum. For those that were built recently or have limited amount of artifacts, it 
would not have the same effect if the museums invite photographers to take photos 
privately and post them on social media. Also, followers of certain photographers flow to 
the account of museum when they find the photos that the photographers post interesting. 
However, the maximum number of follower growth would be the number of the 
photographers’ followers. To attract more audience in this way, museums need to 
cooperate with more different photographers, which means the cooperation between 
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museums and photographers are short-term and fluid. Finally, if museums invite more 
photographers to help them advertise their exhibition, there would be a potential safety 
hazard of precious art work if museums fail to conduct a full safety evaluation of invited 
photographers.  
Therefore, it is essential to study both the merits and shortcomings of each 
campaign cases, from which I can think of a brand-new campaign of my own for 
advertising cultural institutes and enterprises.  
 
6. Generate possible solutions for using social media to engage millennials. 
 As mentioned above in both Dave Krugman and LACMA’s cases, the use of 
social media is one of the current trends to advertise cultural institutes, especially 
museums.  
The activities that link museums and social media users have great effect on follower 
growth, which further leads to higher volume of audience flow.  
 Taylor Newby, the online community manager of the Metropolitan Museum of 
Art, told a journalist that the Instagram users are the most active among their social 
channels. Whereas in LACMA’s case, the snapchat users are those who help its 
dissemination. It would be an interesting research topic to study the pros and cons of 
utilizing the top four social media among millennials to attract and engage young 
audiences, which are Facebook, Twitter, Instagram and Snapchat.  
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7. Produce a report as solid proof of my knowledge in mass communication 
and ability to work as a social media specialist. 
In the current competitive job market, college graduates are expected to be 
versatile and experienced if they want to get hired. By conducting this research, not only 
do my researching and data analyzing skills develop, but I also gain a solid proof of the 
mass communication knowledge, which is a key ability to work as a social media 
specialist.     
 As a mass communication student, I got in touch with the terms new media and 
social media in the class for a great amount of times. I understand that the new media and 
the social media are the current trends of advertising products in the market. However, 
cultural institutes have not been able to use social media to promote their work. I want to 
take the chance the use what I have learnt, to combine my knowledge and personal 
interest of art to fill the gap. Studying how to engage millennials and attract young 
audiences to cultural institute gives me a deeper understanding of my major, which 
makes me stand out from the recent graduates in the job market. 
 
8. Create a website loaded with useful information, which could demonstrate 
my professional knowledge and design talent. 
 Conducting the research and writing the report is the first step for me to study 
how to utilize social media for advertising and PR campaigns. For the next step, I want to 
extract key features of my research and create related presentation tool for my website, 
which could better demonstrate my professional knowledge and design talent. 
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 I intend to use Wix, a website that can facilitate personal website design, to create 
a demonstration website for this project. To build an eye-pleasing website that provides a 
smooth experience for viewers, I can practice my graphic design skills along with the 
ability to summarize. As for my graphic design skills, I can practice them when I design 
pictures and compose the web page. Also, I need to turn dozens of pages of professional 
report into words that millennial audiences can understand to create a user-friendly 
website with my ability to summarize. Instead of using PowerPoint slides, utilizing 
websites can better combine outbound links and hashtags in my online portfolio, which 
are the current trends of information dissemination.  
 
9. Expand my horizons and broaden my worldview. 
 Before conducting this research, I was not aware that there are various types of 
museums. For example, the Museum of Stolen Art uses Virtual Reality technique to 
demonstrate stolen artworks for audience. On social media like twitter, there is a certain 
community to connect worldwide museums to promote cross-institutional collaboration, 
such as programs performed between governments, schools and museums. By research 
for this project, I become aware of those important facts. 
 The way of visiting a museum has changed and the concept of museums is 
broadened thanks to the development of innovative technology. Audiences can put on 
wearable devices at home to appreciate artifacts that are preserved in distant museums. 
Millennials are the most eager groups to try out new technology. Therefore, from 
investigations of innovative museums, I learn that cultural institutes equipped with 
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technology would be more attractive to millennials. 
 What could trigger millennials’ interest and what type of communication they like 
are the most important topics of my study. By learning the facts for the project, the 
knowledge I gain is useful for my future job as a social media specialist and even if I 
don't follow this career path, it would still be beneficial to understand millennials’ 
preferences.  
  
   
21 
Chapter 4: Creative Features of the Project 
 We can easily find reports and studies on social media, since it has been a new 
trend for advertising and PR agencies to utilize social media as a tool to create campaigns 
and build brand loyalty. However, most studies only focus on emphasizing the 
importance of utilizing social media as a delivery vehicle, rather than looking for the 
answer of “how to utilize social media as a tool to engage specific audience”. 
 Utilizing social media does not necessarily result in attracting millennials. So 
what features of social media could engage millennials in museums? How to make good 
use of those features? To the best of my knowledge, there are only limited studies on this 
topic. There are studies solely on social media; there are studies solely on museums; there 
are studies on engaging millennials by utilizing social media — but there are only few 
studies combining those three topics — “Utilizing Instagram and Snapchat to engage 
millennials in museums”. Most of them are only articles or reports about those museum 
campaigns on Instagram or Snapchat. 
 My project attempts to fill the gap. The creative nature of this project lies in the 
uniqueness of its topic and the research methods used in the project.  
 So far no one has systematically organized these social media campaigns for 
museums. In this project, I’ll combine personal observation with data analysis to provide 
multi-dimensional references.  
 In this project, not only reaction and reflection of successful cases will be studied; 
restriction of each case will also be included, so that we will know what is replicable and 
what is not.  
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 Due to the unique features of Instagram and Snapchat, demonstration would 
largely rely on graphics itself. Thus, I choose to deliver the project in the form of a 
website, along with a narrative report.  
 A website could provide a smooth browsing experience. It performs better than a 
slideshow. I’ll condense the narrative report into a simple website, using the language 
that everyone can understand. Readers can either look through pictures or videos from the 
past, or click on links and hashtags to explore for more. This website could also serve as 
a visual reference for advertising and PR practitioners in the future.  
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Chapter 5: Review of Other Similar Work 
The author reviewed literature related to the four integral elements — social 
media, cultural institutions, millennials, and branding — in order to provide the 
background necessary to understand the topic of the paper. 
 
            1. Social media 
Research on social media as a tool for advertising and PR has experienced 
enormous growth over the last few years.  
Much research has been conducted on the subject of “social media’s business 
potential”. One thesis titled "Social Media’s Role in Branding: A Study of Social Media 
Use and the Cultivation of Brand Affect, Trust, and Loyalty" (Nea Shanea North, 2011) 
examined whether social media was able to influence people's brand perceptions. The 
research result indicated that a correlation existed between social media use and brand 
loyalty, which could be either positive or negative, depending on the comments. 
Nevertheless, social media still has the potential to be a good communication tool for 
marketers and advertisers, and require further research in the future. Miss North also 
pointed out that age is an important factor. However, this research has several limitations. 
First of all, Miss North admitted that the sample size was too small, and there were self-
reporting biases in the surveys. Second, due to these defects, the correlation between 
social media use and brand affect and loyalty was not significant. Last, this research was 
conducted in 2011, when Instagram and Snapchat hadn’t taken over the market. In this 
research, “social media” only referred to Facebook and Twitter.  
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Despite these limitations, this research offered an inspiring perspective by 
discussing the classification system of social media outlined by Kaplan and Haenlein 
(2010) together with social presence theory (Short, Williams, & Christie, 1976) and 
media richness (Daft & Lengel, 1986), which will be further discussed in my project 
later.  
According to Kaplan and Haenlein, 9“Social media is a group of Internet-based 
applications that build on the ideological and technological foundations of Web 2.0, and 
that allow the creation and exchange of User Generated Content” (Kaplan & Haenlein, 
2010, p. 61). Even though social media has been defined broadly as a media for social 
interaction, the variety of social media outlets (such as blogs, video uploading sites, photo 
sharing sites, etc.) introduces challenges of definition. 
As a result, a classification scheme has been put in place by Kaplan and Haenlein 
in 2010 to distinguish one social media outlet from another based on two dimensions of 
social media. Those two dimensions are the media-related dimension and the social-
related dimension. And each dimension includes two key elements. The media-related 
dimension includes social presence and media richness, while the social-related 
dimension includes self-presentation and self-disclosure.  
For better understanding, the classification of social media outlined by Kaplan 
and Haenlein can be demonstrated by figure 5 below. 
 
 
                                                                          
9 Kaplan, A. M. & Haenlein, M. (2010). Users of the world, unite! The challenges and 
opportunities of Social Media. Business Horizons, p61 








Figure 5. Classification of Social Media by Social Presence/media Richness and 
Self-presentation/self-disclosure. 
 
1) Media-related dimension (social presence / media richness) 
Social presence theory essentially states that media differ in the degree of “social 
presence” — defined as the acoustic, visual, and physical contact that can be achieved–
—they allow to emerge between two communication partners.(Short, Williams, & 
Christie, 1976). Most importantly, the higher the social presence, the greater the 
communication partners will impact each other (Short, Williams, & Christie, 1976). 
 Media richness theory essentially states that media differ in the degree of media 
richness (Daft & Lengel, 1986). Media richness is looked at as the amount of information 
that is allowed to be transmitted through a media at a given time (Kaplan and Haenlein, 
2010). Basically, some media are more effective in reducing ambiguity and providing 
better information (Daft & Lengel, 1986). 
With social presence theory and media richness theory in mind, social media 
outlets can vary tremendously. Social media outlets integrate different communication 
tools and information. For instance, some media outlets provide photo sharing, location 
sharing and mobile connectivity functions, while other might be mostly text based 
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(Ellison, 2008). Each of those features changes how individuals present themselves, and 
disclose information. 
2) Social related dimension (self-presentation / self-disclosure) 
The concept of self-presentation states that in social interactions people tend to 
create an online identity — the persona that they would like the others to perceive 
(Kaplan & Haenlein, 2010). Self-presentation also occurs through self-disclosure, where 
self-disclosure is the act of revealing certain personal information, or we can say, “this 
time, it’s not my persona, but it’s the real me” to other individuals (Joinson, 2001). 
Therefore, self-disclosure helps develop relationships with close family, friends, or a 
stranger (Joinson, 2001). 
In a nutshell, each social media outlet provides different benefits to users and 
producers of the content. It’s especially important to have these benefits and features in 
mind when incorporating social media into integrated marketing.  
Kaplan and Haenlein’s classification scheme is of great value even till now. 
However, the result is still debatable. It’s hard to define whether the social presence / 
media richness is low or high in certain social media. It’s a matter of utilization. What’s 
more, this research was conducted in 2010. During last 6 years, some platforms have 
disappeared forever, such as MySpace. On the other hand, and new social media 
platforms such as Instagram, Snapchat have taken over the market. Thus, the 
classification scheme produced in 2010 need to be updated.    
While there is much research about social media itself, Instagram and Snapchat 
research are still new topics since both of them have only been operating for around five 
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years.  
However, studies such as “King of Engagement – Instagram Study Q1 2015”, 
“Instagram Study Q2 2015” by social media study company Quintly, as has been talked 
about in Chapter 2 above, is telling people the fact that, Facebook and Twitter are not as 
favorable as in the past. If you want to be more appealing to millennials, try Instagram 
and Snapchat.    
Joseph Bayer, the lead author of study “Sharing the small moments: ephemeral 
social interaction on Snapchat” stated that they found Snapchat is typically being used to 
communicate spontaneously with close friends in a new and often more enjoyable way. 
“Since Facebook has become a space for sharing crafted big moments such as babies, 
graduations, and birthdays, Snapchat seems to provide users with a distinct space for 
sharing the small moments…Things like sitting in the car (parked, I hope) are more 
relatable, more likely to make you feel understood than make you feel alienated.”10 
Some research focused on Instagram as a social media tool. For example, a paper 
titled "How Instagram Can Be Used as a Tool in Social Network Marketing" examined 
the advantages of this platform, including its visual and interactive features. Meanwhile, 
it discussed the ways in which Instagram can be utilized to build brand loyalty and 
promote brands to more customers. (Huey & Yazdanifard, 2014).  
Other Instagram research has focused on the user group and common content by 
analyzing the photo and captions. However, for successful Instagram projects and 
                                                                          
10 JB Bayer, NB Ellison, SY Schoenebeck (2016) Sharing the small moments: ephemeral social 
interaction on Snapchat 
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campaigns, most of them only exist in the form of articles, with a few eventually turned 
into studies. 
 
2. Cultural Institutions 
The NMC Horizon Report For Museums selects 18 topics each year, dividing 
them into three key sections: “Key Trends Accelerating Technology Adoption in 
Museums”, “Significant Challenges Impeding Technology Adoption in Museums”, and 
“Important Developments in Educational Technology for Museum Education and 
Interpretation”. These three key sections constitute a reference and straightforward 
technology-planning guide for museum professionals, aiming to help museums 
strategically approach the further evolution of museum education and interpretation with 
the help of emerging media.  
The author has read and carefully compared the 2015 edition and the 2016 edition 
of The NMC Horizon Report For Museums. It is interesting to see that the topic 
“Increasing cross-institution collaboration” has been moved from category “Mid-term 
Impact (2-3 years)” to “Long-term Trends (5 years or more)” after one year. In the 2015 
edition, “Increasing cross-institution collaboration” mainly focused on partnerships with 
government,  internationally sharing and co-creation of collections and exhibitions. After 
one year, in the 2016 edition, social media has been included in discussion. The report 
stated, “Social media is one area accelerating this trend, allowing museums to build their 
knowledge base and expertise around new technologies.” Numerous projects and 
campaigns on Instagram unearthed unexpected cross-disciplinary relationships, such as 
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the swap between the Natural History Museum and Victoria and Albert Museum in the 
collaborative project #MuseumInstaSwap, which ten London museums were evolved, 
sharing their Instagram accounts with each other for one week, providing fresh 
perspectives of each museum’s collection. Undoubtedly, the acceleration of social media 
has provided more possible solutions for cross-institution collaboration. With the rapid 
development of technology, cross-institution collaboration will remain to be a hot topic 
for many years. The author guess that is the reason why the topic “Increasing cross-
institution collaboration” has been moved from category “Mid-term Impact” to “Long-
term Trends”. 
 Another topic worth discussing is “Expanding the Boundaries of Creativity”.11 
Creativity is at the forefront of many leadership discussions as museums continue to push 
the boundaries of what is possible. Emerging consumer devices, such as wearable 
technology and the quantified self has great potential to be used in museums. However, 
due to budget constraints, these creative technology-enabled experiences seem to be 
impossible for small museums. Thus, creatively utilizing social media seems to be the 
best solution for small museums so far. 
 Other topics such as “Expanding the Concept of Visitors”, “Bring Your Own 
Device (BYOD)”, “Participatory Experiences” have all provided fresh perspectives. The 
18 topics are all  well-selected, but they are not well-discussed. Nevertheless, this report 
could still serve as a good entry point.   
 Museums and the Web LLC conducted a three-year-long study and published two 
                                                                          
11 Johnson, L., Adams Becker, S., Estrada, V., and Freeman, A. (2015). NMC Horizon Report: 
2015 Museum Edition 
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papers titled “Museums on Twitter: Three Case Studies of the Relationship Between A 
Museum And Its Environment” and “Museums on Social Media: Analyzing Growth 
Through Case Studies” following their initial research “Do Museums Worldwide form a 
true Community on Twitter?”. In this study, they analyzed the most influential museums 
on Twitter, the factors underlying the observed community structure, the evolution of 
museums’ Twitter use during the study, and the growth of a museum’s community in 
social media, including causal factors and quantitative and qualitative issues. This is truly 
an insightful study, supported with loads of statistics and analysis. It is a pity that the 
third paper is titled with “Museums on Social Media”,while it only talks about Twitter.  
 Early in 2013, a paper titled “Instagram at the Museum: Communicating the 
Museum Experience through Social Photo Sharing ” examined the resources and 
concerns that shape the creation of social, multi-layered, aesthetic documents of museum 
experiences. This paper tried to explain how instagramming is a practice that goes 
beyond the Instagram application and social network to form a cross-platform multi-
media conversation. The conclusion is that by re-organizing the exhibitions in visitors’ 
own ways, they are in effect re-curating the exhibits that they share online. These 
findings are then used to discuss what such photographic practices imply for engagement 
between visitors and museums, and to inform suggestions for ways to extend the dialogue 
beyond a museum’s physical location. 
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3. Millennials 
 Colleen Dilenschneider’s site Know Your Own Bone is a site specifies in 
generating resources for creative engagement in museums and cultural centers, which 
also provided crucial data to this project. 
 Dilenschneider’s article “Why Cultural Organizations Must Better Engage 
Millennials” stated that the need for cultural institutions to reach millennial audience is 
deeper and more complicated than we may realize.12 And Dilenschneider concluded four 
points: 
 1) Millennials are the most frequent attendees to cultural organizations. 
 2) But millennials remain underserved as organizations underperform the 
business opportunity. 
 3) Millennials are the most loyal audiences with the highest lifetime value. 
 4) Why this change may be understandably hard for Baby Boomers in 
cultural organizations.  
 In another article “Why Millennials May Be The Most Valuable Generation for 
Cultural Nonprofits”13, her conclusions are also similar: 
 1) Millennial visitors are most likely to come back sooner. 
 2) Millennial visitors are more likely to spread positive word of mouth about 
cultural organizations to drive visitation. 
 3) Millennial visitors reach more people. 
                                                                          
12 Colleen Dilenschneider (2016) Why Cultural Organizations Must Better Engage Millennials 
13 Colleen Dilenschneider (2015) Why Millennials May Be The Most Valuable Generation For 
Cultural Nonprofits 
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 4) Millennials are likely to have the highest lifetime value. 
 These findings are later supported by a survey released by auction site 
Invaluable14. According to this survey, nearly 23 percent of Americans find artwork that 
appeals to them on social media channels such as Instagram or Pinterest. By contrast, 20 
percent discover artwork by going to museums and nearly 16 percent by visiting brick-
and-mortar galleries.  
 Invaluable’s Vice President of marketing O'Neal Rowe said, ”As millennials 
continue to age, and their income continues to rise, we can anticipate that they will 
continue to purchase art online. This survey shows a lot of opportunity for our business to 
reach and engage young collectors as we prepare for the next generation of digital-first 
art buyers.” 
 More and more research and surveys are focusing on the importance of engaging 
millennials. However, most studies are trying to prove “why should we engage 
millennials” instead of “how can we engage millennials”. To the best of my knowledge, 
there is almost no study focusing on how cultural institutions should reach out to 
millennials with the help of social media. This project aims to connect three topics — 
“social media”, “cultural institutions” and “millennials”, hopefully it can provide some 
refreshing perspectives for media practitioners and cultural institution professionals.  
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Chapter 6: Detailed Presentation of End Work 
1. The #EmptyMet Tour 
Cultural Institution: The Metropolitan Museum of Art  
Platform: Instagram 
 
 The #EmptyMet tours was launched in March, 2013 as a way to help promote the 
@metmuseum Instagram account when it first launched. The Metropolitan Museum of 
   
34 
Art has given Instagram posters off-hour access, to let them wander around and post 
pictures of their adventures on Instagram, using the Instagram hashtag #EmptyMet.
 
 
 “One of the main goals of the tours has always been to make the MET accessible 
to a younger, more diverse audience.” said Taylor Newby, the Metropolitan Museum’s 
online community manager, who came up the idea of #EmptyMet together with Mr. 
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Krugman. Mr. Krugman was the first photographer who started the #EmptyMet tour. He 
reached out to some of his favorite mobile photographers who have large followings, 
anywhere from 30,000 to over 1,000,000 per photographer. They put a team together and 
roamed in the museum on a Monday, when the Museum was closed to the public. They 
fully used that 2 hours to wander the empty halls, composing their shots and capturing the 
uninterrupted beauty of the Museum.
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 In exchange for the private access, Mr. Krugman had the photographers direct 
their followers to the Museum’s page. Leveraging his nearly 50,000 followers at 
@dave.krugman and a deep network of influential photographers using Instagram, Mr. 
Krugman boosted the traffic on @metmuseum dramatically. After the pictures were 
posted, the museum saw its account gain thousands of followers.  
 The Metropolitan Museum of Art maintains control of its primary account 
@metmuseum on Instagram, but deploys photographers such as Mr. Krugman in creative 
ways to attract more followers and youthful audience. Then the Metropolitan Museum of 
Art uses the hashtag — #EmptyMet — that collects all of their photographs in one 
stream. Photographer’s Instagram posts also link to the museum’s main account, 
@metmuseum, which drives traffic to the museum’s Instagram account.  
 Now #EmptyMet tours occur almost monthly. Mr. Krugman has led about a half-
dozen of them, with the balance being run by other Instagram users from across the world 
who lobbied the museum for special access. 
 
Reaction:  
 Among all those social media platforms, Facebook, Twitter… the Metropolitan 
Museum of Art’s Instagram outplayed the rest. When the project began in March 2013, 
@metmuseum only had 4000 followers. After the pictures were posted, Instagram itself 
listed @metmuseum for two weeks as one of its featured accounts for new users to 
follow. Traffic has also jumped by 20,000 followers on @metmuseum. As of this writing 
they have 1,500,000 followers. The Museum won the Webby Award for best Arts and 
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Culture Social Marketing in 2014, and the New York Times featured the project on the 
front page of the Arts section. 
Reflection: 
 The #EmptyMet tour succeeded in following aspects:  
 1) The right platform.  
 Instagram is the fiber that holds this new generation of artists together, as the 
Metropolitan Museum of Art holds the masterpieces of art together. The virtual tour on 
Instagram can bring people from all over the world into the Museum, even if they 
couldn’t be there physically.  
 2) Unique prestige for Instagram photographers. 
 The Museum would benefit from the incredibly wide exposure that top Instagram 
photographers can provide, and the photographers would benefit from unprecedented 
access to the Museum during closed hours. It was a win-win situation. 
 3) The power of Key Opinion Leaders. 
 Mr. Krugman himself was a pretty influential Instagram photographer with 
50,000 followers at that time. Then he reached out to some of his favorite mobile 
photographers who have large followings, from 30,000 to over 1,000,000. These accounts 
with large followers draw the traffic back to the main account by using the hashtag 
#EmptyMet and mentioning @metmuseum. Through this process, posts together with the 
main account @metmuseum are exposed to millions of users.   
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Restrictions: 
 The success of #EmptyMet tour is hard to replicate. Because: 
 1) Not all cultural institutions have the magnificent environment and fertile 
collections as the Metropolitan Museum of Art does. For small museums with mundane 
interior design, an empty museum tour will not be attractive at all.  
 2) Key opinion leaders are essential. In this case, having 30,000+ followers on 
Instagram is the minimum requirement to be in Mr. Krugman’s team. Without those large 
accounts, it’s impossible to spread the words. 
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2. The Snapchat of LACMA 
Cultural Institution: Los Angeles County Museum of Art (LACMA) 
Platform: Snapchat 
 Museums aren't typically known for being a barrel of laughs. But the Los Angeles 
County Museum of Art (LACMA) is hoping to spice things up in a very curious way: 
through Snapchat. The museum has been using the Snapchat username lacma_museum to 
post photos of its artwork with clever captions, strategically placed emojis, hilarious 
quips and even the occasional doodle. "Eyebrows on fleek" and "All the single ladies" 
captions perfectly describe two of the museum's works of art.  
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 Since LACMA’s Snapchat account started in 2014, its pithy, witty, and popular 
culture-conscious posts have captured the attention and delight of not only art fans but 
regular Snapchat users as well. After 6 months, the account already had 160,000 
followers. The woman behind the account — LACMA's social media manager, Lucy 
Redoglia said, “We have several goals here. Obviously, bringing people in the door is 
one, but it's also about spreading awareness of the museum and its collection to people 
who might not be able to attend — to get people interested in art history."15 The museum 
hopes its Snapchat will help drum up interest from a younger demographic. And it did.  
                                                                          
15 http://www.refinery29.com/2015/07/91167/lacma-museum-snapchat#slide 
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 Mrs. Redoglia manages more than just Snapchat—she also engages the 
community with the museum’s Instagram, Twitter, Tumblr, and Pinterest—but it’s the 
Snaps that have grabbed so much attention. It looks easy, and the posts come off with the 
in-the-moment zaniness that Snapchat fosters, but the process takes a culture-savvy mind 




 So far LACMA’s Snapchat account has more than 180,000 followers. Millennials 
are crazy about LACMA’s Snapchat account. Even on Twitter, you can see how much 
they love LACMA’s masterpieces. 
  
 The Museum won the Webby Award for humor in 201617. And LACMA’s 
Snapchat account has been listed more than once in “Snapchat Accounts You Must 
follow” articles on Buzzfeed18, The Daily Dot19, Alco20, etc.  
                                                                          




18 You Need To Add This Art Museum On Snapchat Right Now (2014)- BuzzFeed: 
https://www.buzzfeed.com/jessicaprobus/this-museum-is-better-at-snapchat-than-you 
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Reflection:  
 LACMA’s Snapchat account succeeded in following aspects:  
 1) Engaging audiences on different levels. 
 The Snapchat account helps LACMA with its mission of accessibility. It opens up 
new ways of looking at art, one that doesn’t necessarily require a background in art to 
appreciate.  
 2) Profound accumulation and deep understanding of art. 
 The Snapchat posts by LACMA are not like our stumble-upon posts. According 
to Mrs. Redoglia, She has loads of documents to track her ideas in. She writes down 
phrases, pop culture references and hashtags that she thinks are funny and relevant, and 
she will try and think of artworks to go with them. 
 3) A culture-savvy mind and a good sense of humor.  
 It looks easy, and the posts come off with the in-the-moment zaniness that 
Snapchat fosters, but the process takes a culture-savvy mind and a good sense of humor. 
This is the core of producing a good Snapchat post, which is also the hardest part.  
 
Restriction: 
 While museums using Snapchat have been capable of generating interest, its long-
term impact may be debatable owing to the short-lived nature of Snapchat posts in 
comparison to other social media such as Instagram. 
                                                                                                                                                                                                                            
19 8 must-follow Snapchat accounts | The Daily Dot (2015): 
http://www.dailydot.com/upstream/snapchat-accounts-to-follow/ 
20 6 Snapchat Names You Have To Follow | alco.org: http://www.alco.org/6-snapchat-usernames/ 
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 A key difference between Snapchat and Instagram is that rather than viewing 
photos and videos from everyone you follow in a single feed, Snapchat has users click on 
the accounts and tells the account owner how many people have viewed their photos and 
stories. This allows for a different way of measuring engagement than the likes or 
comments that Instagram uses. 
 It is also difficult to maintain a Snapchat account because museum staff must 
have time to regularly contribute content to Snapchat, as Snapchat content only lasts for 
24 hours. 
 Last and the most difficult part to replicate LACMA’s success, is to have a 
culture-savvy mind and a good sense of humor. 
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3. Collaborative project #MuseumInstaSwap 
Cultural Institutions: British Museum, Design Museum, Horniman Museum, Imperial 
War Museums, London Transport Museum, Royal Museums Greenwich, Science 




 Ten museums in London used Instagram to dive into each other’s collections, 
virtually swapping their fabled works in Aug 2015. Using the hashtag 
#MuseumInstaSwap, the participating museums—British Museum, Design Museum, 
Horniman Museum, Imperial War Museums, London Transport Museum, Royal 
Museums Greenwich, Science Museum, Victoria and Albert Museum, and the Wellcome 
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Collection—have traded over 100 works and shared them on their Instagram accounts. 
 The collaborative project #MuseumInstaSwap shared their Instagram accounts 
with each other for one week, providing fresh perspectives of each museum’s collection.  
The museum pairs visited each other, photographing things that resonated with their own 
collections and themes. Each museum will tell that story on Instagram through the photos 
and captions they post during that week. 
 
Reaction:  
 Very positive. There are some great comments from people who discovered 
museums they didn’t previously follow on Instagram. It was a way for combined 
audiences to discover new museums, or see their favorites through a different lens. 
 The final outcome of the project was for the public and other museums to get 
involved themselves by using the hashtag throughout that week. Munich museums have 
already planned their own, calling it #MunichInstaSwap. 
 Inspired by this project, 18 Museums in New York City also had an Instagram 
swap for 24 hours in February 2016.21 
 
Reflection: 
 The #MuseumInstaSwap project succeeded in following aspects: 
 1) Cross-institutional collaboration. 
 The project unearthed unexpected cross-disciplinary relationships, such as the 
                                                                          
21 LIZ STINSON, 18 NYC Museums Swap Instagram Subjects for the Day (2016)  
https://www.wired.com/2016/02/new-york-city-museum-swap/ 
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swap between the Natural History Museum and Victoria and Albert Museum, where a 
photograph of an ostrich in motion had both scientific and artistic significance22. 
 It might be the easiest collaborative project for museum alliances. All you need to 
do is just to visit another museum, find the piece resonates with your collections the 
most, and remember to use the collaborative hashtag, as well as to mention each other in 
the hashtag, then the account will be exposed to the other museum’s followers. Easy, 
practical, efficient and cost-effective.   
  
 2) Unexpected cross-disciplinary relationships. 
 It’s the unexpected cross-disciplinary relationship makes this project interesting. 
Look at the list, these ten museums have such a wide range of collections, subjects, and 
                                                                          
22 https://www.instagram.com/p/64jDm_SuRE/ 
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sizes. Visiting museums that at first seem quite unrelated, and to find fascinating links 
and unexpected ways to explore common themes is amazing. 
 For example, the pair of Science Museum + Design Museum. The Science 
Museum is world renowned for its historic collections, inspiring galleries and exhibitions, 
where as the Design Museum is one of the world’s leading museums devoted to 
contemporary design in every form. 
 The swap between two museums turned out to be thought-provoking. Science and 
design are never isolated.   




 To swap accounts with other museums, first of all, there should be a local 
alliance, and those members need to have a platform they are actively using. Then the 
challenge is to nail down the exact nature of the project. Furthermore, paired-up 
museums need to fully communicate with each other, to make sure that they can agree on 
the busy schedules and different ways of working, both organizationally and online. It is 
also important that they can deliver what was required and be satisfied with the approach 
of the project. Commitment is extremely important in this project.   
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Chapter 7: Discussion and Conclusions 
 In conclusion, reaching out to millennials is a must for cultural institutions. More 
and more cultural institutions are taking initiatives to utilize social media to engage 
younger demographics. As millennials have surpassed Baby Boomers as the nation’s 
largest living generation, those cultural institutions who have not yet noticed the 
importance of utilizing social media, they have already fallen behind. 
 For cultural institutions that would like to engage millennials but don’t know 
where to start, here are some findings extracted from successful cases mentioned above. 
 1) Choose the right platform.  
 Instagram is the fiber that holds this new generation of artists together. Thus, 
Instagram will be the ideal platform for art museums, libraries, galleries, or any aesthetic 
cultural institutions.  
 Snapchat is more focused on the “fun” and “in-the-moment” zaniness. Any 
cultural institutions with interesting installations can utilize Snapchat to showcase their 
collections. For mundane small museums, as long as you have a good sense of humor, 
you can still outplay the bigs. 
 The virtual tour on social media can bring people from all over the world into the 
Museum, even if they couldn’t be there physically.  
 3) Unite with Key Opinion Leaders. 
 It’s always important to reach out to big accounts, whether it’s on Instagram, 
Twitter or Facebook. These accounts with large followers can draw traffic back to the 
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main account by using a certain hashtag #EmptyMet and mentioning the main account. 
Exposure is gold.  
 4) Engaging audiences on different levels. 
 LACMA’s Snapchat account succeeds in opening up new ways of looking at art, 
one that doesn’t necessarily require a background in art to appreciate. So no matter what 
nature a cultural institution has, in order to reach out to different audience levels, it needs 
to “interpret”, and be approachable on social media platforms.  
 5) Profound accumulation and deep understanding of collections. 
 As Rome was not build in a day, neither can a successful account be built in a 
short time. Profound accumulation, together with huge document to track ideas in is a 
must. Know your cultural institution, so that you know where you should go to when an 
idea pops to mind. 
 6) A culture-savvy mind and a good sense of humor.  
 For millennials, they value speed and fun. LACMA Snapchat account can not 
succeed without the culture-savvy mind behind it, and so is the #MuseumInstaSwap 
project. Those culture-savvy minds can sense the potential underlying a seemingly dull 
masterpiece, and turned it into social media hot topics. As for a good sense of humor, 
everybody knows it and everybody needs it. 
 7) Cross-institutional collaboration. 
 Cross-institutional collaboration might be the easiest and the most cost-effective 
program for cultural institutions so far. It could be either with cultural institutions in the 
same category, or with schools, even government. The unexpected cross-disciplinary 
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relationships can always arise the curiosity deep inside, allowing the audience to see 
works that expand beyond the narrow scopes of each institution’s mission.  
 The sky's the limit of our imagination, and cultural institutions are drizzles of 
stars lighting up the sky. They twinkle, they sparkle, they lead our ways and give us the 
sign.     




Please visit the website I developed for this project. 
http://eveliu5.wixsite.com/projectmosm  
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• Created PR plan, press release, pitches, 30 tweets, 10 memes and 2 posters within 24 hours with 
a team of eight 
President of Student Government | Approval Ratings 90.56% 
• Managed operation of 13 departments 
• Represented 2000+ students; drafted school budget; formulated and implemented school events 
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TED Open Translation Project | Volunteer translator (English - Chinese, English - Japanese) 
Greater Boston Japanese Scholars Association | E-board member 
• Recreated a Photo Booth with 20 teammates at the Japanese Festival which more than 5000 
people attended, retouched 400+ photos with Photoshop; Planned and executed events such as 
scavenger hunt and sports games 
 
Skills & Interests 
Skills: Photoshop, Illustrator, InDesign, Premiere, Final Cut, HTML5, CSS, Javascript, Microsoft 
Office 
Languages: Mandarin (Native), Japanese (Business), French & Korean (Limited) 
Keywords: Trilingual, innovative, working under pressure, passionate, keen observer, team 
spirit, eccentric 
Interests: Collecting celestial-related objects, jewelry making, taking photos of “touching 
moments” 
 
 
 
